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 ABSTRACT 
 
Service quality is a gap between perceptions toward service provided. Customer satisfaction 
is response by emotion or attitude of customer after use the services and products. Today, 
researcher wants to identify the level of service quality in Islamic banking at Perak state 
whether low or high. Researcher also wants to identify the level of customer satisfaction 
towards products and services provided by Islamic banking. Objectives of this research are to 
determine customer satisfaction level towards the services provides by Islamic banking, to 
assess customer perception towards service quality level which is provide by Islamic 
banking, to determine service quality level in Islamic banking and to identify differential 
between demographic factor and customer satisfaction. Researcher use quantitative data in 
order to collect the data and get the result.  
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 ABSTRAK 
 
Kualiti perkhidmatan merupakan jangkaan perbezaan jurang terhadap sesuatu perkhidmatan 
yang ditawarkan. Kepuasan pengguna pula merupakan tindak balas secara emosi atau sifat 
pengguna terhadap produk dan perkhidmatan yang telah digunakan. Pada hari ini, penyelidik 
ingin melihat sama ada kualiti perkhidmatan perbankan Islam di negeri Perak adalah tinggi atau 
sebaliknya. Penyelidik juga ingin melihat tahap kepuasan pengguna terhadap perkhidmatan dan 
produk yang disediakan oleh perbankan Islam. Objektif kajian penyelidik adalah  untuk 
menentukan tahap kepuasan pengguna terhadap perkhidmatan yang disediakan oleh perbankan 
Islam, untuk menilai persepsi pengguna terhadap tahap kualiti perkhidmatan yang disediakan 
oleh perbankan Islam, untuk menentukan tahap kualiti perkhidmatan perbankan Islam dan untuk 
mengenalpasti perbezaan di antara kepuasan pengguna dan factor demografi. Bagi menjalankan 
kajian ini, penyelidik telah menggunakan data kuantitatif dalam pengumpulan data dan 
mendapatkan hasil kajian.  
 
 
 
 
 
 
 
 
v 
 ACKNOWLEDGEMENT 
 
 
Firstly, this research paper could not have been possible without the grace of Allah S.W.T. thank 
you for giving us the joys of love and the pain of sorrows, the will to fight and the strength, 
patience and guidance to endure. The successful completion of this paper was also due to the 
kind and dedicated support, guidance and contribution given by many individuals. 
Alhamdulillah, we manage to complete our task with the meaningful experience to us. 
 
I would like to acknowledge my dissertation supervisor Dr. Azizi Bin Abu Bakar for his 
encouragement, support and ability to endure with guidance and, patience, utilizing his skills, 
knowledge, and experience through this development process. Finally, my understanding and 
supportive classmate, Nur Idientee Abd Halim. 
 
I completed my project paper with the continued support and prayers from my family and friend 
to whom I owe so much. When completing this thesis, I developed a deep appreciation for the 
unique contribution that I received from each of the individuals thanked above as well as any 
individual whom I may have forgotten to mention. 
 
 
 
 
vi 
 TABLE OF CONTENT 
 
Title Page            
Signature Page         ii 
Permission To Use         iii 
Abstract          iv   
Abstrak          v   
Acknowledgement         vi   
Table of Content         vii   
List of Table          xi   
List of Graph          xii   
List of Abbreviations         xiii 
 
CHAPTER ONE 
INTRODUCTION 
 
1.1 Antecedent         1 
1.2  Problem Statement        3 
1.3 Objectives of the Research       5 
1.4 Questions of the Research       5 
1.5 Scope of the Research        6 
1.6 Significant of the Research       6 
1.7 Research Framework        7 
1.8 Methodology of the Research       8 
1.9 Summary          8 
 
vii 
 CHAPTER TWO 
LITERATURE REVIEW 
 
2.1 Antecedent         9 
2.2 Customer Satisfaction        9 
 2.2.1 Definition and Concept of Customer Satisfaction   9 
 2.2.2 Previous Research on Customer Satisfaction    11 
2.3 Service Quality         13 
 2.3.1 Definition and Concept of Service Quality    13 
 2.3.2 Previous Research on Service Quality     18 
2.4 Degree of Customer Satisfaction       19 
2.5 Demographic and Customer Satisfaction      20 
2.6 Service Quality and Customer Satisfaction     21 
2.7 Frame Theory         22 
2.8 Summary          23 
 
 
 
 
 
 
viii 
 CHAPTER THREE 
RESEARCH METHODOLOGY 
 
3.1 Antecedent         24 
3.2 Research Design         24 
3.3 Data Collection Technique       25 
3.4 Sampling Technique        27 
3.5 Research Variable Statement       27 
3.6 Summary          28 
 
CHAPTER FOUR 
RESULTS OF THE RESEARCH 
 
4.1 Antecedent         29 
4.2 Data Descriptions         29 
4.3 Finding of the Research        46 
4.4 Summary          49 
 
 
 
ix 
  
CHAPTER FIVE 
CONCLUSIONS AND RECOMMENDATION 
 
5.1 Antecedent         50 
5.2 Discussion          50 
5.3 Recommendation         52 
5.4 Summary          54 
 
Bibliography          55 
 
 
 
 
 
 
 
 
 
 
x 
 TABLE                 PAGES 
Table 4.1 Type of Bank        29 
Table 4.2 Gender of Respondent        30 
Table 4.3 Age of Respondent         31 
Table 4.4 Religion of Respondent        31 
Table 4.5 Race of Respondent        32 
Table 4.6 Marital Status of Respondent       33 
Table 4.7 Education Level of Respondent       34 
Table 4.8 Work Sector of Respondent       35 
Table 4.9 Monthly Incomes of Respondent       36 
Table 4.10 Descriptive Statistics        37 
Table 4.11 Descriptive Statistics (Bank Employees Enough     38 
        Knowledge and Bank Provides Good Services) 
Table 4.12 Descriptive Statistics (Bank Manage Transaction in     39 
        Short Time and Bank Employees Do Their Work in Efficient) 
Table 4.13 Descriptive Statistics (Comfortable With All Bank Employees    41 
        and Size of Bank Make Comfortable) 
Table 4.14 Descriptive Statistics (Banks Gives Priority to All Folk,    43 
        Pregnant Woman and OKU) 
Table 4.15 Descriptive Statistics (Satisfied With the Bank Services    44 
        and Not Satisfied With the Counter Service) 
 
xi 
 GRAPH                 PAGES 
 
Graph 4.1 Feel Safe with Bank and Bank Employees     37 
       Polite and Respectful 
Graph 4.2 Bank Employees Enough Knowledge and     39 
       Bank Provides Good Services 
Graph 4.3 Bank Manage Transaction in Short Time      40 
       and Bank Employees Do Their Work in Efficient 
Graph 4.4 Comfortable With All Bank Employees and Size     42 
       of Bank Make Comfortable 
Graph 4.5 Banks Gives Priority to All Folk, Pregnant     43 
       Woman and OKU 
Graph 4.6 Satisfied With the Bank Services and Not     45 
       Satisfied With the Counter Service 
 
 
 
 
 
 
 
 
 
 
 
xii 
 LIST OF ABBREVIATIONS 
 
BIMB: Bank Islam Malaysia Berhad 
BMMB: Bank Muamalat Malaysia Berhad 
DV: Dependent Variable 
IV: Independent Varible 
PMR : Peperiksaan Menengah Rendah 
RM : Ringgit Malaysia 
SERVQUAL: Service Quality 
SPM : Sijil Pelajaran Malaysia 
SPSS : Statistical Package for Social Science 
STPM : Sijil Tinggi Pelajaran Malaysia 
SWT : Subhawataala 
UUM : Universiti Utara Malaysia 
 
 
 
 
xiii 
1 
 
CHAPTER ONE 
INTRODUCTION 
 
 
1.1 Antecedent 
 
In development of finance economics, banking system is important in order to give 
financial service to society such as saving, investment, funding and so on in systematic. 
Islamic mankind succeeds in developing Islamic banking institution which is can 
compete with other institution. Islamic bank developed history started from Mesir in 
1963 as first modern Islamic bank in the world. Nowadays, Islamic banking system is 
part of modern finance system to Islamic countries through comprehensive system or old 
system. 
 
The first Islamic Bank was build up in Malaysia in year 1983. That means the Islamic 
banking has been in Malaysia started from that time until now in year 2011. Bank Islam 
Malaysia Berhad (BIMB) was the first Islamic bank established in Malaysia on March 
1983. The government implemented measures to provide infrastructure for Islamic bank 
through Bank Negara Malaysia (BNM).  
 
Malaysia is one of Islamic countries that have potential to make Islamic investment as 
one of industry and at the same time it can helping in country economic growth. This is 
base on some factors that Malaysia gained before, for example growth in service industry 
The contents of 
the thesis is for 
internal user 
only 
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